Abstract: This research aimed to uncover the underlying dimensions of motivations for visitors attending the Souk Okaz Festival in Tife, Saudi Arabia, using a factor analysis. And to segment the festival market using a cluster analysis based on delineated motivation factors, and describe motivational groups in terms of demographic variables of visitors. The data was collected through a structured questionnaire. 284 usable questionnaires were analyzed using the Statistical Package for Social Sciences (SPSS). Mean score, Cronbach's alpha test, factor analysis, cluster analysis, One-way ANOVA, scheffe multiple-range tests and Chi-squared were used. The findings of this study reveal that Saudi people are motivated by multiple motivations to visit festivals, including: culture knowledge; escape; family togetherness; socialisation and excitement. Cultural knowledge was the most important motivation for Saudi people to visit festivals. Cluster analysis suggests that a three clusters solution was most distinctive and acceptable solution for the data of tourists visiting Souk Okaz festival, (multi-purpose seekers group, culture seekers group, and excitement seekers group). The result of this study revealed that only one of the socio-demographic characteristics (marital status) is statistically significant difference between the groups.
Introduction
Festivals and special events are recognised as one of the fastest growing tourism businesses (Chang, 2006; Lee, 2000) . Devesa-Fernández, and Báez-Montenegro, 2012) argued that ccultural festivals are one of the most dynamic and attractive phenomena in the current cultural scene. Moreover, festivals and special events have increased in number and size, with various purposes including providing significant economic, socio-cultural, and political impacts on destinations (Woo et al., 2011) ; promoting tourism and boosting the regional economy (Felsenstein & Fleischer, 2003) ; increasing visitation (Light, 1996) ; expanding the tourist season of the destination (Higham & Hinch, 2002) ; fostering destination development (Bramwell, 1997; Chacko & Shaffer, 1993) ; helping to conserve the sensitive natural environment and/or social and cultural environment; contributing towards sustainable development (Backman et al., 1995) ; enhancing domestic culture and history (Getz, 2008) and contributing towards the domestic economy by stimulating domestic tourism (Getz, 2008) .
A festival can be defined as a ''public themed celebration'' (Getz, 1991 , p. 54, in Kim et al., 2006 .
Furthermore, festivals are generally of short duration and based on a particular theme (Baker & Crompton, 2000) . Chang (2006) argued that festivals are a type of cultural event and are travel attractions with unique features. Festival tourism usually refers to events and gatherings that are staged outside the normal programme of activities (Anwar & Sohail, 2003) . In terms of motives, Fodness (1994) mentioned that motive is the driving force behind all behaviour. Hawkins et al. (1998, p. 366 ) defines motivation as "the reason for behaviour". Additionally, Ali-Knight (2000, p.4) argues that motivation is derived from the word "motivate" which means "to cause a person to act in a certain way or to stimulate interest in inducing a person to act". Mook (1996) also defined motivation as the cause of human behaviour. Moutinho (1987, p. 16; 2002, p. 49) defines motivation as "a state of need, a condition that exerts a 'push' on the individual towards certain types of actions that are seen as likely to bring satisfaction".
Tourists' motives are multiple and an individual may have several needs which s/he wants to satisfy (Mansfeld, 1992; . Therefore, without identifying and understanding what motivates people to travel, effective marketing is impossible (Fodness, 1994) . Crompton & McKay (1997) also indicated that motives are the starting points that launch decision processes. Uysal and Hagan (1993) also recognised that understanding tourists' motivation allows researchers and marketers to better define the value of tourism behaviour and future travel patterns. Getz (1993) also emphasized the importance of analyzing visitors' motives for attending festivals and events. Identifying such motivations is a prerequisite for planning event programmes effectively and marketing them to visitors (Crompton & McKay, 1997) . Dewar et al. (2001) argued that understanding the motivations of visitors, event and festival organizers and marketers can increase the enjoyment of visitors and attract and retain more visitors. Understanding motivations of festival visitors is critical for learning visitors' behaviours and such knowledge will help festival organizers customize and market their event products to participants better in the future (Yu & Yen, 2012) .
Researchers have also utilized motivations as a variable in tourism market segmentation. They suggest that visitors can be grouped based on their tourism motivations (Park & Yoon, 2009) . Therefore, there are two aims for this study to understand key factors behind festival participation. First, an attempt is made to identify the visitors' motivations for a cultural festival like the Souk Okaz Festival in Tife, Saudi Arabia. Second, the designated motivations would serve as a base to segment visitors into various groups.
Literature Review

Festival Motivations
A study of festival motivation is closely related to the study of tourism motivation since festival attendance is an important aspect of tourism (Kim et al., 2006) . To date there has been an emerging, yet small, body of literature on the motivations of festival visitors that has identified salient motivation dimensions in a variety of settings and across a number of cultural groups, often using different scale items in the motivation constructs. Some motivation dimensions appear to be specific to the event, its setting or the nature of the attendees, while others occur repeatedly across the various studies (Schofield & Thompson, 2007; see Table 1 ).
The first academic study of festival attendee motivation was conducted by Ralston and Crompton in 1988 (in Li, 2009 ). Forty-eight motivation statements were developed, with a five-point Likert-type scale used to measure the motivation that pushed visitors to attend the Dickens on the Strand Festival in Galveston, Texas. The factor analysis delineated seven dimensions of motivation (stimulus seeking; family togetherness; social contact; meeting or observing new people; learning and discovery; escape from personal and social pressures and nostalgia). Ralston and Crompton attempted to identify market segments based on origin, age, income and family group type that shared similar motivations. No discreet market segment was identified, which led them to the conclusion that the motivation dimensions were generic across all groups.
Since Ralston and Crompton's (1988) study, a small body of literature on event and festival attendee motivation has emerged in several countries. For example, in the USA explored festival motivations for those attending a county Corn Festival in South Carolina. Five factors were extracted from twenty-four motivational items: escape; excitement/thrills; event novelty; socialisation and family togetherness. No significant differences were found between-groups on the basis of demographic variables. Furthermore, Mohr et al. (1993) investigated festival motivations for those attending a Freedom Weekend Aloft (a hot air balloon festival) held in Greenville, South Carolina. The twenty-three motivation items were factor analysed and resulted in five factor groupings: socialisation; family togetherness; excitement/uniqueness; escape and event novelty. No significant differences were found in motivation factors with regard to demographic variables. Moreover, Scott (1996) compared visitors' motivation with respect to three festivals (Bug Fest, the Holiday Lights Festival and the Maple Sugaring Festival) organised by Cleveland Metroparks in Northeast Ohio. The twenty-five motivation items were factor analysed and resulted in six dimensions: nature appreciation; event excitement; sociability; family togetherness; curiosity and escape from routine. Statistically significant differences existed between motivational factors at different types of festivals. The findings imply that motivations sought at one festival were likely to differ from those sought at another festival. Although past visitation was related to four motivation factors, only one factor (curiosity) was found to be statistically different with respect to first time and repeat visitors.
Furthermore, in the USA Crompton and McKay (1997) investigated festival motivations for attending a fiesta in San Antonio, Texas. The twenty-eight motivation items were factor analysed and resulted in six factor groupings: cultural exploration; novelty/regression; recover equilibrium; known group socialisation; external interaction/socialisation and gregariousness. Moreover, the study discovered the extent to which the motivations identified changed across different types of events in the Fiesta. The results imply that different types of events tend to satisfy the same need, albeit to different degrees. For example, the motivation factor of "cultural exploration" was perceived to be equally relevant across all event types except food events, whereas "external socialisation" was perceived to be equally strong across all five types of events. Moreover, Li et al. (2009) examined the motivation of the attendees of a community-based festival in the rural Midwest of the United States. Six motivational factors are identified from the visitor data collected at the festival: escape; novelty; nostalgia and patriotism; event excitement; family togetherness and socialisation. Among them, escape was the most dominant motivation.
Furthermore, Yu and Yen (2012) attempted to identify visitors' motivations for an art festival, five factors of motivations were extracted after factor analysis and reliability test, including novelty, exploration, family gathering, recovering equilibrium, and socialization. Later, all participants were segmented into two groups based on their motivations, i.e., highly motivated and lower motivated group. These two groups were different on some social demographics and festival participation behaviours. In Italy, Formica and Uysal (1996) compared festival motivations of residents and non-residents attending the Umbria Jazz Festival. The twenty-three motivation items were factor analysed and resulted in five factor groupings: excitement and thrills; socialisation; entertainment; event novelty and family togetherness. Significant differences were found between the Umbria region and out-of-the-region visitors with factors of socialisation and entertainment. The results reveal that residents tended to be more motivated by the socialisation factor, while non-residents appeared to be more driven by the entertainment factor. Furthermore, in Italy Formica and Uysal (1998) investigated festival motivations for attending an international cultural-historical event, the Spoleto Festival. The twenty-three motivation items were factor analysed and six motive factors were obtained: socialisation/entertainment; event attraction/excitement; group togetherness; site novelty; cultural/historical and family togetherness. Significant differences were found between "enthusiasts" and "moderates" with respect to age and marital status. Enthusiasts were characterised by being of an older age, high income and marriage, while moderates were represented by being of a younger age, low income and single status. The former were typically older, wealthier, and married attendees, while the latter were characterised by single participants who were younger in age and had lower incomes.
In Jordan, Schneider and Backman (1996) examined the applicability of a motivation scale (based on Uysal et al.'s 1993 work) commonly used by festival studies (in North America) to the Jerash Festival for Culture and Arts in Jordan. The factor analysis of twenty-three motivation items resulted in five dimensions of motivation: family togetherness/socialisation; social/leisure; festival attributes; escape and event excitement. Although the importance of factors differed from other studies, a similar factor structure appeared in this study. The results indicate that festival motivation scales developed in North America were readily transferable to Arab festivals, suggesting applicability regardless of cultural boundaries.
In South Korea, Lee (2000) investigated comparisons of event motivation between Caucasian and Asian visitors in the Asian setting of the 1998 Kyongju World Culture Expo. The thirty-two motivation items were factor analysed and seven motive factors were obtained: cultural exploration; family togetherness; escape; novelty; external group socialisation; event attractions and known group socialisation. The results revealed that significant differences in motivation existed between Korean and Japanese and other two groups (American and Europeans). The mean values of motivation indicate that Western tourists were more likely to have strong motivation than Oriental tourists at the Kyongju World Culture Expo.
Moreover, in South Korea, Lee et al. (2004) attempted to segment festival market using a cluster analysis based on delineated motivation factors in the Asian setting of the 2000 Kyongju World Culture Expo. The thirty-four motivation items were factor analysed and six motive factors were obtained: cultural exploration; family togetherness; novelty; escape; event attractions and socialisation. Two-way ANOVA indicates that visitor satisfaction was influenced by motivation and type of visitor.
In China, Dewar et al. (2001) investigated the motivation of those visiting the Harbin Ice Lantern and Snow Festival using an existing cross-cultural instrument to determine the reliability of this instrument in different cultural festival situations. The motivational factors were compared with those of similar studies conducted for Jordanian and North American festivals, using very similar questionnaire items. The twenty-three motivation items were factor analysed and five motive factors were obtained: event novelty; escape; socialisation; family togetherness and excitement/thrills. Moreover, results of the Harbin study differ a little from those of the Jordan study and appear to be more similar to those of the North American studies.
In Taiwan, Chang (2006) explored the motivation of those visiting the aboriginal cultural festival of the Rukai tribe (Rukai Day). The twenty-eight motivation items were factor analysed and resulted in five factor groupings: equilibrium recovery; festival participation and learning; novelty seeking; socialisation and cultural exploration. The research reveals that cultural exploration (among other motivational dimensions) is the most important factor attracting tourists to the aboriginal cultural festival. In addition, not all tourists have the same degree of interest in the festival cultural experience. In Brazil Kim et al. (2006) examined festival motivations for attending an International Festival of Environmental Film and Video (FICA). The twenty motivation items were factor analysed and resulted in five factor groupings: family togetherness; socialisation; site attraction; festival attraction and escape from routine.
In the Philippines, Guzman et al. (2006) examined festival motivations for attending the Filipino local tourists' continuous patronage of a thematic festival. The thirty motivation items were factor analysed and six motive factors were obtained: cultural exploration; event attraction; socialisation; family togetherness; novelty and escape. This study found that culture, being the event centrepiece, is the main festival driving force among Filipino tourists. Additionally, event attraction (2.92) and novelty (2.88) were among the top three ranking indicators.
In Mongolia, Schofield and Thompson (2007) investigated visitor motivation for attending the 2005 Naadam Festival in Ulaanbaatar. It identified motivation variance on the basis of socio-demographic variables and examined the factors of significance with regard to visitor satisfaction and intention to revisit the festival. The twenty-seven motivation items were factor analysed and five motive factors were obtained: cultural exploration; togetherness; socialisation; sports attraction and local special events. Significant differences in motivation dimensions, satisfaction and intention to revisit the festival were found on the basis of visitor origin, gender and age.
In Norway, Gyimóthy (2009) examined festival motivations for attending the Niche Festival. The twenty-five motivation items were factor analysed and seven motive factors were obtained: sport subculture sociability; exploration; socialisation; party and music; specialised shopping; symbolic consumption; thrill seeking and family sociability.
In Thailand, McDowall (2010) compared residents' and non-residents' information sources, motivations, performance evaluations, and overall satisfaction with the Tenth Month Merit Making Festival. The twenty-two motivation items were factor analysed and four motive factors were obtained: family/friend; excitement; event novelty and escape. Moreover, the results revealed that friends and family were their best information sources. Arts and crafts were top attractions for both groups. Factors affecting residents' overall satisfaction were different from those of non-residents.
In South Africa, Kruger et al. (2010) examined whether there are significant differences between visitors who attend the different types of shows/productions (genres) at the Aardklop National Arts Festival (hereafter referred to as Aardklop) and those that do not. The nineteen motivation items were factor analysed and resulted in five factor groupings: festival productions/shows; family togetherness; exploration; escape and festival attractiveness. Results showed that genre attendees and non-attendees differ significantly based on socio-demographic and behavioural characteristics.
In Turkey, Yolal et al. (2009) examined festival motivations for attending the Eskisehir International Festival. The eighteen motivation items were factor analysed and four motive factors were obtained: socialisation; escape and excitement; family togetherness and event novelty. Moreover, the results in this study indicate that significant variation in motivation occurs across gender. Female visitors place significantly more importance on escape and excitement, family togetherness and event novelty. The findings also revealed that younger attendees seem to place more importance on socialisation and event loyalty and older attendees place more importance on family togetherness. Furthermore, in Turkey, Woo et al. (2011) investigated the underlying dimensions of motivation for attending an international festival and whether motivation will vary across six different festival products (symphony, rock, world music, dance, ballet and theatre). The second purpose was to understand how festival attendees perceive the socio-economic impacts of the festival and how these perceived impacts vary across different festival attendee groups. Finally, the study examined the overall satisfaction of festival attendees with respect to different festival products. The eighteen motivation items were factor analysed and resulted in five factor groupings: socialisation; excitement; event novelty; escape and family togetherness. Moreover, the results showed that there were significant differences in motivation among attendees from six different festival products. Duncan's multiple-range tests were performed to further examine differences in motivation among these attendees. The mean scores of different groups indicate that rock event attendees tended to have lower motivation scores than those of other groups and have the lowest ratings on the factor of family togetherness. However, attendees did not differ on the perceived importance of socio-economic impacts and satisfaction of the festival, irrespective of the festival product attended.
In Chile, Devesa-Fernández, and Báez-Montenegro (2012) examined festival motivations for attending the Valdivia International Film Festival, The fourteen motivation items were factor analysed and three motive factors were obtained: discovery; entertainment; and cinema.
Overall, the findings throughout this literature review show that dimensions of motivation appear to be similar in all festival research, suggesting that there is a set of universal dimensions that explain the motivation behind visitor attendance. A majority of the research has been conducted within non-Muslim countries except for the study of the Moslem Cultural Festival at Jerash in Jordan (Schneider & Backman, 1996) . This study confirms the acceptable use of the motivational scale developed among festival attendees in North America and in non-Western cultural settings. However, given the small volume of cross-cultural study on festival motives, there should be greater effort to research different types of festivals, as well as in different cultural settings, in order to better comprehend the variability of visitor motives.
Market Segmentation
Regarding to market segmentation, Morgan and Pritchard, (2001) argued that Market segmentation is widely considered to be at the very heart of marketing. Moreover, Manthiou et al. (2011) argued that Market segmentation is the first stage in formulating an effective marketing strategy. McDonald and Dunbar (2010) refer that, market segmentation is "the bedrock" for successful marketing and business development. market segmentation thus has been the focus of extensive scientific academic enquiry in journals and marketing texts during the past 50 years (Boejgaard & Ellegaard, 2010) . Sollner & Rese (2001) defined segments as costumer groups that share a similar problem and respond to market stimulus in an identical way. Furthermore, market segmentation refers to the division or splitting of a market into different groups or segments of consumers with distinctly similar needs and product/service requirements (McDonald & Dunbar, 2010) . Kotler (1999) argued that every market consists of groups or segments of costumers with somewhat different needs and wants. Segmentation involves dividing the market into relatively homogeneous consumer groups based on certain features or characteristics such that each might be catered for by applying differentiated strategies that allow consumer wishes and demands to be met satisfactorily (Bigné et al., 2000) .
Regarding to market segmentation in tourism, Manthiou et al. ( 2011, p. 2) argued that "much has been written about market segmentation and how it applies to tourism". Moreover, Tkaczynski et al. (2007) pointed out that research on segmentation in the tourism industry mainly focuses upon two core themes, namely, the construction of tourist segment profiles and interpreting which bases of segmentation can most accurately predict tourist behavior. Researchers have used different methods to segment the market of tourism such as: travel motivation (Beh & Bruyere, 2007; Graeme, 2002; Rid et al., 2014; Park & Yoon, 2009) , activities (Morrison et al., 1994; Manthiou et al., 2011) benefit sought (Gitelson & Kerstetter, 1990) , product bundles (Oh et al., 1995) , expenditure (Díaz-Pérez et al., 2005; Mok & Iverson, 2000; Svensson et al., 2011) , personal values (Muller, 1983) According to Chang (2006) many studies related to festivals focus on: (1) host community reactions, (2) hallmark and major events, (3) economic impacts, (4) residents' attitudes and perceptions, and (5) the perceived crowding of a festival experience, in addition to festival motivations. However, very few studies related specifically to segmenting of festival marketing have been undertaken (Chang, 2006; Devesa-Fernández & Báez-Montenegro, 2012; Heather & Margaret, 2005; Li et al., 2009; Guzman et al., 2006; Lee et al., 2004; Lee & Lee, 2001; McMorl & Mactaggart, 2008; Yu & Yen, 2012) . Lee et al. (2004) attempted to segment festival market using a cluster analysis based on delineated motivation factors in the Asian setting of the 2000 Kyongju World Culture Expo. The thirty-four motivation items were factor analysed and six motive factors were obtained: cultural exploration; family togetherness; novelty; escape; event attractions and socialisation. A cluster analysis identified four clustered segments for six motivation factors in which the multi-purpose seekers were found to be the most important segment. Furthermore, Heather and Margaret (2005) attempted to identify visitors' motivations for attending a large, multi-day music festival, Cluster analysis of attendance motivations revealed four groupings of visitors, which were given the following names based on their patterns of motivations: "Just Being Social", "Enrichment Over Music", "The Music Matters", and "Love It All". McMorl and Mactaggart (2008) examined festival motivations for attending traditional Scottish music events, the findings of this study include a ranked list of visitor motivations and four discrete groups resulting from the cluster analysis. These groups were identified and labeled according to their dominant characteristics: "Modernists", "Family and Inspiration Seekers", "Social Pleasure Seekers", and "Thrill Seekers". Chang (2006) found that the motivations of visitors to an aboriginal cultural festival in Taiwan can be grouped into equilibrium recovery, participation and learning, novelty-seeking, socialization, cultural exploration. Li et al. (2009) examined the motivation of the attendees of a community-based festival in the rural Midwest of the United States. Five clusters are identified, including family travellers, event enthusiasts, loyal festival goers, escapers and social gathering lovers. The five clusters are distinct in terms of the respondents' perception of the festival and intention to revisit. Moreover, Yu and Yen (2012) attempted to identify visitors' motivations for an art festival and to design motivations serve as a foundation to segment visitors into various groups, the result of this study revealed that five factors of motivations were extracted after factor analysis including novelty, exploration, family gathering, recovering equilibrium, and socialization. Later, all participants were segmented into two groups based on their motivations, i.e., highly motivated and lower motivated group. These two groups were different on some social demographics and festival participation behaviors. Devesa-Fernández, and Báez-Montenegro (2012) examined festival motivations for attending film festivals, a cluster analysis identified three clustered segments (socially indifferent, film lovers, and enthusiasts).
Research Aims
The review of the literature in this study reveals that there has been a lack of attention among researchers in regard to investigating visitors' motivations that push them to attend festivals in Saudi Arabia. Therefore, the purposes of this study as follow:
(1) identifying the underlying dimensions of motivations for visitors attending the Souk Okaz Festival in Tife, Saudi Arabia, using a factor analysis.
(2) segmenting the festival market using a cluster analysis based on delineated motivation factors.
(3) describe motivational groups in terms of demographic variables of visitors. Crompton and McKay (1997) argued that visitors' motives for visiting a festival are the starting point that triggers the decision process. Moreover, an understanding of visitor motivations is essential to identify the target market for festivals and communities, and to develop positioning strategies (Li et al., 2009) .
Importance of This Study
In addition to the need to monitor visitors' satisfactions and enhance marketing effectiveness through understand visitors' decision processes, Dewar et al. (2001) pointed out that it is imperative to identify visitors' needs so that festival organisers can design future programmes tailored to them Lee and Lee (2001) argued that segmenting festival markets through motivations enables event managers to identify the strengths and opportunities of each market and helps guarantee their satisfaction. Moreover (Formica & Uysal, 1996 pointed out that visitors of festivals are heterogeneous, segmenting these visitor groups and understanding their characteristics based on festival motivations will be a powerful marketing tool, that enables event managers to enhance and promote event features preferred and valued by target segments.
The review of the literature in this study reveals that there has been a lack of attention among researchers to investigate the motivations that drive Saudi tourists to visit festivals. Therefore, the purpose of this study was to fill this gap and to identify the key motivation factors for Saudi tourists who visit festivals. This study also attempted to segment the festival market using a cluster analysis based on delineated motivation factors, and todescribe motivational groups in terms of demographic variables of visitors.
The study findings not only fill the identified gaps in relation to the festival motivations, but also provide practitioners and policy-makers with a base from which they can begin to work out an effective strategy to improve festivals in Saudi Arabia.
Research Design
Population of Research
The target population of this study is Saudi visitors to the Souk Okaz Festival aged eighteen years old and above because of apparent difficulties in investigating all Saudi visitors.
Sample Size
According to Bryman (2004) the decision about sample size depends on a number of considerations including time, cost, non-response, heterogeneity of the population and types of analyses. He also emphasised the factors of time and cost because these factors are very important for every researcher. Bryman also indicated that a large sample cannot guarantee precision. Similarly, Finn et al. (2000) argued that sample size is determined by the level of resources available to the researcher and expected errors. Therefore, if the researcher expects a low response rate, he should deliver more questionnaires than his intended sample size. Some authors (Bazrah, 1996; David & Sutton, 2004) argue that the researcher could estimate the sample size depending on his experience and with consideration to cost and time, but it should not be less than thirty. In quantitative research, the larger the sample, the smaller the sampling error and the more accurate the survey results (Lewis, 1984) . The literature suggests the existence of a positive relationship between the number of items and the sample size, representing a ratio of at least 1:4 or 1:5 (Hinkin et al., 1997; Tinsley & Tinsley, 1987) . A large sample population is helpful in generating better results from factor analysis. Sampling error is expected to decrease as the size of the sample increases (Hurst, 1994) . Therefore, to guard against error when the researcher has limited time, the questionnaire must be self-managed as no other way is feasible to safeguard against error when the researcher is faced with time limitations. As it would have been very difficult to question all visitors to the Souk Okaz festival, the sample size was 400, which allows a permissible error rate of less than 5 percent at the 95 percent confidence level.
Questionnaire Design
A self-complete questionnaire was designed to obtain data on the socio-demographic characteristics of festival attendees and motivations for attending the Souk Okaz Festival. The questionnaire was divided into two sections.
In the first section of the questionnaire, a 22-item scale was used which was adapted from previous studies (Chang, 2006; Crompton & McKay, 1997; Dewar et al., 2001; Formica & Uysal, 1996 Guzman et al., 2006; Gyimóthy, 2009; Kim et al., 2006; Kruger et al., 2010; Lee, 2000; Lee et al., 2004; Li et al., 2009; McDowall, 2010; Mohr et al., 1993; Scott, 1996; Schneider & Backman, 1996; Schofield & Thompson, 2007; Woo et al., 2011; . Subjects asked to rate their levels of agreement/disagreement with each statement relating to their visit motivation presented on 5-point Likert-type scales ranging from "very strongly disagree" (1) to "very strongly agree" (5). Before the questionnaire was finalised, three academic professionals from the Department of Marketing at Taif University in Saudi Arabia reviewed the questionnaire to ensure content validity. When the questionnaire was complete, a pilot study was conducted to ensure the reliability. The survey administered to a convenient sample of 30 visitors
The second section of the questionnaire asked for demographic information about the respondents, including their gender, age, education level, marital status, job, and monthly income. The original questionnaire was developed in English, translated into Arabic and finally translated back into English using a blind-translation, back-translation technique (Hsu et al., 2006) . Such a method ensures the accuracy of a translation (Law et al., 2008) .
Data Collection
The questionnaire was conducted at the city of Taif, Saudi Arabia, using an on-site intercept procedure for the entire period of the festival in 2011. The self-administered intercept survey was conducted by four well-trained research assistants. The questionnaires were randomly handed out at the entrances of the festival venues to potential respondents and were immediately collected upon their completion before the event had started. Participation was on a voluntary basis. In an attempt to obtain a reasonably representative sample, the survey was conducted for 10 days with an equal proportion of the time of day (morning, early afternoon, and early evening). Out of 400 questionnaires distributed a total of 284 questionnaires were used for analysis.
Data Analysis
The collected data was analyzed using the Statistical Package for Social Sciences (SPSS v17). Frequency and percentage distributions were used to summarize all demographic variables. Factor analysis was used to identify factors that had the most significant impact on the visitors' motivations. Cronbach's Alpha was calculated to test reliability. Descriptive statistics were calculated for all individual motivations and motivation factors. A cluster analysis was conducted based on motivational factors. Analyses of variance (ANOVA) were used to determine if differences existed among the clusters. Scheffe multiple-range tests were used to identify any further differences between clusters in regards to each factor. Chi-squared test was used to describe the profile of each group`s attendees.
Results
Sample Profile
The socio-demographic characteristics of the sample are presented in Table 2 . Descriptive analysis of the sample showed that there were more male respondents (63.0%) than female. The majority of respondents (53.2%) were single. Nearly half (50.7%) of the respondents earned between SAR 3,000 and SAR 8,999. while (29.2%) of the respondents earned less than SAR 3,000. Furthermore, 20.1% earned between SAR 9,000 and over SAR 15000. Seventy-six per cent of the respondents had college and secondary degrees. The majority of respondents were below 45 years of age (89.4%). Moreover, 39.1%were in employment and 35.6% were students. 
Reliability and Means and Standard Deviations
A reliability test was performed to assess the internal consistency of the result measurements. The coefficient alpha is the most popular measure of reliability for a multi-item scale (Sekaran, 1992) . It was used to assess the internal homogeneity among the items scale in this study. The Cronbach Alpha for all items was 0.921, which exceeds the recommended threshold of 0.7 (Nunnally & Bernstein, 1994) . Table 3 illustrates the reliability for all items in this study. Moreover, the values in the column labelled "Alpha if items are deleted" indicate that none of the items here would increase the reliability if they were deleted because all values in this column are less than the reliability of 0.921. Furthermore, the item-to-total correlation values for all items are higher than 0.3, which is a relatively good indicator (see Field, 2005) . The standard deviations were nearly all approximately 1 scale division.
Moreover, to find the importance of motivation attending tourism festivals, the mean scores have been calculated. Table 3 shows the mean scores for all statements of motivation for attending tourism festivals. Most statements have average scores above 3 (the midpoint of the scale), indicating that these motivations are important for tourists to visit tourism festivals. The four most important motivations were: to increase my cultural knowledge (mean = 4.0845); to enjoy arts and crafts (mean = 4.0106); to spend leisure time with my family; (mean = 3.9965) and to enjoy art and folk performances (mean = 3.9542). On the other hand, the least important motivations were: to see the event with my friends (mean = 1.13479); to enjoy traditional food (mean = 1.19863); to see the event with a group (mean 1.24736) and to be with people who enjoy the same things I do (mean = 1.30877). 
Factor Analysis of Visitors' Motivation for Attending Tourism Festivals
In order to determine the underlying dimensions of the correlated motivations variables, the 22 items were factor analysed utilising a principal components analysis with varimax rotation. The overall significance of the correlation matrix was 0.000, with a Barlett test of sphericity value of 3708.240 and Kaiser-Meyer-Olkin value of 0.90, which can be described as "marvellous" (Hair et al., 1995; Kaiser, 1974) . Therefore, the data was suitable for the proposed statistical procedure of factor analysis (Hair et al., 1998) .
All 22 items included in the initial analysis had a factor loading above 0.5, "very significant" (Hair et al., 1995) , and were retained for subsequent analysis (Stevens, 1996) . Most of the factor loadings were greater than 0.60, indicating a good correlation between the items and the factor grouping they belong to. In addition, all items were loaded highly only on one factor and were not split-loaded on another factor above (0.35) as suggested by Gorsuch (1974) and Leary (1995) .
Principal components analysis with varimax rotation suggests that five factors may be extracted from the data (eigenvalues = 1 and above) and 22 items were retained under the five factors which explains 69.047% of the variance in the data set. The first factor accounts for 28.38% of the variance, the second 13.73%, the third 10.49%, the fourth 9.26% and the fifth 7.17% (See Table 4 ).
Reliability analysis (Cronbach's Alpha Test) was calculated to test the reliability and internal consistency of each factor. The alpha coefficients for four factors were 0.7 and above. These coefficients were higher than the standard estimates of 0.70 as recommended by Nunnally and Bernstein (1994) .
The factors were labelled according to the commonality of the items loading on each factor, and they were labelled as follows: Factor 1 (culture knowledge factor), Factor 2 (escape), Factor 3 (family), Factor 4 (social), and Factor 5 (excitement). From the previous table, Factor 1, the culture knowledge, explained 28.38% of the variance with an eigenvalue of 6.24. This factor is composed of nine items: "to increase my cultural knowledge"; "to know about cultural events"; "to enjoy arts and crafts"; "to experience local customs and cultures"; "to learn more about Saudi culture"; "to enjoy new experiences"; "to enjoy art and folk performances"; "to seek novelty" and "to see new and different things". This factor was also reported by previous studies (Chang, 2006; Crompton & McKay, 1997; Guzman et al., 2006; Lee, 2000; Lee et al., 2004; Schofield & Thompson, 2007; Shin, 2009) .
Factor 2, the escape factor, is loaded with four items, and accounts for 13.73% of the variance in the data, with an eigenvalue of 3.02. The four items are: "to escape from routine life"; "to relieve boredom"; "for a change of pace from everyday life", and "to relieve daily stress". This factor was also reported by previous studies (Dewar et al., 2001; Kim et al., 2006; Lee, 2000; Lee et al., 2004; Li et al., 2009; McDowall, 2010; Shin, 2009) .
Factor 3, the family togetherness factor, contains the three items which are employed to explain this factor. They include:"to help my family learn more about local cultures"; "I thought the entire family would enjoy it", and "to spend leisure time with my family". This factor accounts for 10.49% of the variance in the data with an eigenvalue of 2.30. This factor was also reported by the previous studies (Guzman et al., 2006; Kim et al., 2006; Lee, 2000; Lee et al., 2004; Li et al., 2009; McDowall, 2010; Schofield & Thompson 2007; Yuan et al., 2005; Yolal et al., 2009) Factor 4, the socialisation factor, explains 9.26% of the variance with an eigenvalue of 2.03. This factor contains three items which are: "to enjoy the festival atmosphere"; "to be with people who enjoy the same things I do", and "to see the event with a group". This factor was also reported by the previous studies (Chang, 2006; Dewar et al., 2001; Guzman et al., 2006; Kim et al., 2006; Lee, 2000; Lee et al., 2004; Li et al., 2009; McDowall, 2010; Schofield & Thompson, 2007; Yuan et al., 2005; Yolal et al., 2009) .
Factor 5, the excitement factor, explains 7.17% of the variance with an eigenvalue of 1.57. This factor contains three items which are: "to enjoy special events"; "to see the event with my friends", and "to enjoy traditional food". This factor was also reported by the previous studies (Li et al., 2009; McDowall, 2010) .
The reliability alpha of the culture knowledge factor is 0.937, slightly less than the value of (0.93) Cronbach's Alpha Test for this factor in Guzman et al.'s study (2006) , and higher than the value of 0.82 in Lee et al.'s (2004) and Schofield and Thompson's (2007) studies; the value of 0.84 in Lee's study (2000) ; the value of 0.719 in Chang's study (2006) ; the value of 0.79 in Lee and Lee's study (2001) , and the value of 0.84 in Shin's study (2009) .
The reliability alpha of the escape factor is 0.870, slightly less than the value of (0.88) Cronbach's Alpha Test for this factor in Lee et al.'s study (2004) The reliability alpha of the socialisation factor is 0.82, the same value as in Shin's study (2009) 
The Importance of Motivation Factors for Attending Festival
To find the importance of each factor, the mean score has been calculated, as shown in Table 5 . It can be seen that the culture knowledge factor is the most important factor perceived by Saudi visitors; the mean is 4.245 which means that the Saudi visitors like to increase their knowledge about the culture. The least important factor is the excitement factor; the mean is 3.169. 
Motivation Clusters
Segmenting attendees at the Souk Okaz Festival may be useful for understanding of the differences among the groups based on their pinpoint motivational factors and socio-demographic characteristics which help decision on festival to devise strategies for planning, managing, and communicating the festival for each group.
To achieve this objective, responding score to motivation measured using a five-point Likert scale (where 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree). A cluster analysis was conducted based on the previously pinpointed motivational factors. A two-stage cluster approach was adopted as suggested by Punj and Stewart (1983) . First, the ward`s minimum variance method was selected in an effort to choose an appropriate number of clusters as well as to acquire the centroids (means) of clusters. Secondly, a K-means method was used after excluding the outliers from the first stage of the analysis, to determine the best number of clusters based on the motivation factors.
The analysis suggests that a three clusters solution is most distinctive and acceptable solution for the data of tourists visiting Souk Okaz festival. The results from cluster analysis are shown in Table 6 , which reflects both the motivational factor means as well as the detailed scores of all the items for each motivational factor, also presents the outcome an ANOVA test which indicates the statistically significant differences among the three clusters. In addition, Scheffe multiple-range tests used to identify any further differences between clusters in regards to each factor. The result of the Scheffe test indicates that there were statistically significant differences between clusters. The findings confirmed the appropriateness of each category.
Also to describe, the three cluster and to label them, the mean scores for each factor were computed and the ranking of motivational factors for each cluster according to their respond to the motivational factors.
Cluster 1: This cluster contained 144 (50.7%) visitors, representing the largest sample of the respondents. This cluster had the highest mean scores for all motivational factors (means > 4.2). Thus, this cluster was labeled as the "multi-purpose seekers". It is clearly indicated that this cluster is most important market segment.
Cluster 2: This is the second most important group and comprises 122 (43% of sample. This cluster had the highest score for culture knowledge (mean = 3.94), followed by socialization factor (mean = 3.74) but excitement factor less than the average score (mean = 3.77). Therefore cluster 2 was named as the "culture seekers".
Cluster 3: This cluster accounts for 18 (6.3% of the sample and is the smallest group. This stands out as a result of having below average score in all motivational factors (mean < 2.25) except excitement factor (mean = 3.85). Thus cluster 3 was labeled as the "excitement seekers". Table 6 shows that there are significant statistically differences among clusters in all motivational factors, which emphasizes clustering analysis results. Also table 18 shows that clusters respond differently to the pinpointed motivational factors. All five motivational factors are ranked the highest in cluster 1, followed by cluster 2, and then cluster 3. Cluster 1 are motivated strongly to attend the festival by all motivations (mean > 4.13) followed by cluster 2 which also respond to all motivational factors (mean > 3.46), but cluster 3 did not respond to all motivational factors except excitement factor (mean = 3.85). Excitement factor is the only common factor, which motivates all groups to attend the festival in high score.
The findings indicate that in general the cultural factor had the highest mean scores except for the third cluster, supporting the factor analysis finding that cultural components were an important motive for the Souk Okas visitors (see Table 5 ). Moreover, cluster analysis identified the most important market segment of the multi-purpose seekers. They are characterized by the largest segment of the market (50.7%) with the largest mean scores across five motivation factors.
Motivation Cluster Socio-Demographic Profile
After establishing the motivation clusters, the next stage in analysis focuses on describing the profile of each group's attendees. To achieve this objective, a series of statistical analysis using chi-squared test had been used, and to test if all groups has the same characteristics or no, and describe social-demographic characteristics for each group. The socio-demographic characteristics of clusters and the results of statistical analysis are presented in Tables 7-12 . Table 7 show that there are no significant differences among groups in the percentage of gender of the respondents, which means that the percentage of male is greater than the percentage of women. Table 8 show that there are no differences among groups in the percentages of each level of education, so in each group, most of the respondents had college and secondary degree. Table 9 shows that there are significant differences among groups in the percentage of marital status of the respondents. The results show that percentage of single is higher than the percentage of married in cluster 2 and cluster 3, but in cluster 1 the percentage of married was slightly higher. Moreover, the results show that the multi-purpose seekers group proving to be the most balanced, even though married constitute the majority, whereas the culture seeker group mainly single, the excitement seekers group is predominantly single. Table 10 show that there are no statistical differences among groups in the percentages of each level of monthly income, so in each group, most of the respondents had monthly income less than SAR 9000.
The results in Table 11 show that there are no statistical evidence for differences among groups in attendees` age. So in each group, most of the respondents are under 35 years old. Table 12 show that there are no significant differences among groups in the percentages of each level of attendees' jobs, so in each group, most of the respondents were employees or students.
Conclusions and Implications
Festivals attract a wide range of attendees who are not homogeneous in their motivations, and consequently marketers need to adopt a segmented strategy (Charters & Ali-Knight, 2002) . The first aim of this study was to reveal motivations that drive Saudis to go to festivals. The result of this study revealed that the most important single reason for visiting the festival was "to increase my cultural knowledge". This finding is consistent with those of previous studies. For example, McDowall (2010) found that one of the top five motivations for residents and non-residents in Thailand to visit festival was to increase knowledge about local culture.
Factor analysis of 22 motivation items resulted in five underlying dimensions: culture knowledge; escape; family togetherness; socialisation and excitement. This finding is consistent with those of previous studies (Guzman et al., 2006; Chang, 2006; Formica & Uysal, 1996; Gyimóthy, 2009; Kim et al., 2006; Kruger et al., 2010; McDowall, 2010; Mohr et al., 1993; Lee, 2000; Lee et al., 2004; Li et al., 2009; Schofield & Thompson, 2007; Woo et al., 2011; Yolal et al., 2009) .
Moreover, all these factors were also reported by other previous studies, even though they were slightly different in order and components of motivational factors. The findings imply that motivation items and scales measured in non-Muslim countries could be also applicable to Muslim countries. Furthermore, the findings of this study reveal that Saudi tourists are motivated to visit festivals by multiple motivations. Therefore, tourism planners could use these motivations in the segmentation of the Saudi festivals tourism market and when designing promotional programmes.
The first dimension of cultural knowledge explained the largest proportion of the total variance, reaffirming that culture was a central theme of the festival. As expected the motivation dimensions uncovered in this research were consistent with other festival studies conducted (Guzmann et al. 2006; Lee, 2000; Lee et al., 2004; Lee & Lee, 2001 ). For example, Guzman et al.'s (2006) found that cultural knowledge is the main festival driving force among Filipino tourists. Moreover, the results of this study regarding the importance of motivation factors were to some extent different from previous studies (e.g., Formica & Uysal, 1996; Li et al., 2009 ). For example, Li et al. (2009) found that the escape factor was the most dominant motivation. The findings of this study reflect that tourists visiting Souk Okaz festival are somewhat heterogeneous. Therefore the festival management has to use differenced marketing strategies to develop and improve the performance of the festival.
Segmenting festival markets and understanding their characteristics based on motivations will be important for successful festival and event managers in the future (Lee et al., 2004) . Therefore, the second aim of this study was to segment the festival market using a cluster analysis based on delineated motivation factors. In this study, cluster analysis suggests that a three clusters solution was most distinctive and acceptable solution for the data of tourists visiting Souk Okaz festival, (multi-purpose seekers group, culture seekers group, and excitement seekers group). The findings indicate that in general the cultural factor had the highest mean scores for multi-purpose seekers group and culture seekers group but not for excitement seekers group.
Despite that variation existing among different segments with respect to visitor motivation, the findings of this study reveal that cultural knowledge, among other motivational dimensions, is the most important factor stimulating visitors to attend the Souk Okasl festival. This finding is consistent with those of previous studies (Chang, 2006; Guzman, 2006; Lee et al., 2004) .
Moreover, cluster analysis identified the multi-purpose seekers group is the most important market segment. It is characterized by the largest segment of the market (35.4%) with the largest mean scores across five motivation factors. The findings suggest that festival and event managers should place high marketing efforts in attracting potentially large and highly satisfied market in terms of positive word-of mouth and increased re-visitation.
It was also possible to descriptively classify each cluster based on demographic variables. This process added important profiling information and would be significant in developing promotions and programs that centered on a motive segmentation strategy (Lee et al., 2004) . Therefore, the third aim of this study was to describe motivational groups in terms of demographic variables of visitors. The result of this study revealed that only one of the socio-demographic characteristics (marital status) is statistically significant difference between the groups. The excitement seekers group was predominantly single, whereas for multi-purpose seekers group and the culture seeker group there is no significant different between them in percent of single.
Cluster 1 (the multi-purpose seekers group) have a slightly higher proportion of married (52%) and proportion of male (57%). Most of the group have secondary school (44%) and under 35 year old (69%). The majority of them have monthly income less than SAR 8999 (80%), constitute mostly employee (39%), Cluster 2 (the culture seekers group) have a higher proportion of male (68%), 71% under 25 year old, constitute mostly students (41%), and have more single (55%).The majority of them have monthly income less than SAR 8999 (78%), and the majority of them have college degree (47%) followed by secondary school (32%).
Cluster 3 (the excitement seekers group), they are a group of younger tourists, 56% under 25 year old, constitute mostly students (61%), have higher proportion of male (61%) and have more single (78%). The majority of them have monthly income less than SAR 6,000 (61%), and the majority of them have secondary school (55%) followed college degree (33%).
From a practical perspective, emphasis could be placed on certain aspects of the festival when targeting particular segments. For example, the cultural exploration dimension could be highlighted for male, younger, with monthly income less than SAR 8999 groups, whereas the excitement dimension could be highlighted for male, single, students groups.
Limitations of the Study
Firstly, the findings of this study were based on one festival. The geographic setting of the region and the festival's location limit the generalisability of the findings. In addition, since multiple tourism festivals are not represented in the sample, the results cannot be generalised to the overall population of Saudi people who visit festivals. As Whiting (1968; cited in Kozak, 2002) noted, considering more than one organisation or customer group in empirical studies may make a generalisation of the findings possible. Secondly, tourists were not selected based on a random sampling method, and this is likely to introduce some level of selection bias. Furthermore, this weakness coupled with the relatively small sample size is likely to restrict the generalisability of these findings to the larger populations. Thirdly, this study has investigated only motivation factors that drive people to go to festivals. Pull factors (attractive factor) that attract people to visit festivals have not been studied.
